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Authentic brand responses
71% of A mericans think brands hav e a rol e i n
respondi ng to the iss ue of pol ice v iol enc e.
Less than a third (29%) said that it is not a brand’s place to respond to the issue. And yet, consumers
are divided along a broad spectrum on how exactly they think brands should respond. Differences in
opinion are mostly dictated by political leaning in this polarized environment, so there is no silver
bullet for brands who, ultimately, must respond according to their moral judgment.
We asked respondents what 3 steps brands should take to address police violence and racial
injustice in an authentic way. Americans across demographics prioritized releasing brand statements,
with brand statements supporting racial equality receiving the most consistent support.
Exemplifying political divisions, a quarter of Republican-leaning Americans who thought brands
should weigh in said brands should prioritize a statement denouncing looting—their top choice.
Meanwhile, 29% of Democratic-leaning Americans thought brands should prioritize a statement in
support of racial equality, their top choice.
Black or African American respondents were more likely
to consider specific concrete actions (beyond releasing
statements) essential to an ‘authentic’ brand response—
They were almost twice as likely as the general
population to consider participation in internship
programs for at-risk youth a key element of an authentic
Female, 55-64
brand response (18% vs. 10%), and more than twice as
likely to consider donations to organizations facilitating
voter registration essential (16% vs. 7%). Non-white Americans were over twice as likely as white
Americans to want brands to prioritize releasing a statement specifically in support of the Black Lives
Matter movement (19% vs. 9%).

“An authentic brand response
means nothing unless BIPOC
are truly involved in the
response. […] Otherwise it’s
just advertising.”

We asked respondents to describe what an authentic brand response to the Black Lives Matter
movement means to them. Here’s what some of our Black respondents had to say:

“It means that you […] will help to include black and other people of color in
your executive boards where decisions are made and supporting their
causes.”
Black Male, 35-44

“The brand […] gives their employees a platform towards their colleagues to
express their opinions and let their voices be heard.”
Black Female, 25-34

“An authentic response must include actions.”
Black Male, 55-64
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What are the 3 most important things a brand should be doing to
address issues of police violence and racial injustice in an
authentic way?
General Population

Black or African American
19 %

Statement supporting peaceful protesters

12 %
18 %
21 %

Statement in support of racial equality

Statement denouncing looting

17 %
8%
13 %
13 %

Statement supporting the police

13 %
14 %

Commitment to hiring practices that equalize the playing
field for people of color

12 %

Statement of solidarity in support of the Black Lives
Matter movement

18 %
12 %
11 %

Implicit bias/racial sensitivity training for its employees

Commitment to working towards a diverse board
(assuming it is not already diverse)

11 %
10 %
10 %

Donation to an organization that is supporting small
businesses affected during this time
Creation/participation in an internship program to help atrisk youth access professional experience
Commitment to feature more diversity and people of color
in the brand’s advertisements and as spokespeople

Sharing educational resources on anti-racism

Donation to an organization that supports social justice

Donation to an organization that encourages/facilitates
voter registration
N/A It is not a brand’s place to respond to this issue.

18 %
10 %
18 %
9%
8%
9%
11 %
8%
11 %
7%
16 %
29 %
13 %
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The wors t offens e i n the ey es of cons umers ?
Hypocri sy
1 in 5 Americans (20%) say they would stop buying from a brand if they perceived it to have acted
hypocritically on the issue of police violence and racial injustice, so consistency between words and
actions is key. Despite activist rallying cries on social media to boycott brands that do not speak out
on the issue, only 6% of Americans say they would stop buying from a brand that remains silent.

How would you react to the following brand responses to
the issue of police violence and racial injustice?
React negatively

React positively

No impact: Continue my relationship with the brand as before

47 %
38 %
32 %

14 %

18 %

33 %

30 %
22 %

29 %

24 %

If I perceive a brand to If a brand posts in support If a brand comes out in
have acted hypocritically of Black Lives Matter and
support of the police
on the issue
racial justice, but does not
take any further action

23 % 22 %

If a brand stays
completely quiet on the
issue

*Reacting negatively includes unfollowing the brand on social media, speaking out against the brand, no longer buying form
the brand, or discouraging friends from buying from the brand.
*Reacting positively includes supporting the brand on social media, buying more from the brand than before, or encouraging
friends to buy from the brand.

Does BLM belong in advertising?
3 i n 5 A meri cans wan t brand adv ertisi ng to
respond to the recent protes ts for Bl ack l iv es .
However, the remaining 2 in 5 prefer to see content that isn’t related to what is happening at all. Of
those who want ads to address the racial justice movement, about twice as many want to see ads that
merely reference what’s happening than ads that make it the central focus.
Younger Americans aged 18-34 and liberals are significantly more likely than average to want brands
to reference the current racial justice movement in their ads. The same goes, predictably, for Black
Americans and other people of color.
On average across sectors, more consumers want ads to reference or focus on the Covid-19 situation
than the racial justice movement (68% vs. 62%).
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To what extent do you want ads to respond to the recent
protests and the Black Lives Matter movement?
I’d prefer to see content that is NOT RELATED to what’s happening
I’d prefer to see content that FOCUSSES ONLY on what’s happening
I’d prefer to see content that REFERENCES what’s happening, but isn’t the main focus
Healthcare/Pharma

36%

23 %

41 %

Social Media

36%

24 %

40 %

Entertainment

37%

Charities

37%

Financial Services

37%

19 %

44 %

Home Goods

38%

20 %

42 %

Retailers

38%

Supermarkets

38%

20 %

Bars & Restaurants

39%

19 %

42 %

Food & drink

40%

17 %

43 %

Gym & Fitness

40%

19 %

41 %

Automotive

40%

20 %

40 %

Fashion & Beauty

41%

20 %

39 %

19 %

44 %

22 %

41 %

18 %

44 %
42 %

41% of Bl ack A mericans feel brands don’t
unders tand the experi ence they ’re going through .
That’s compared to only 34% of the general population. This discrepancy is also true, by a similar
margin, for other populations of color. Opinium will soon be releasing a Multicultural Voices report to
help bridge this gap and bring to light the experiences of people of color in the United States.
If you’d like to know more about our research, get in touch: hello@opinium.com.
To be notified of upcoming research when it goes live, sign up here.

US Brand & Marketing Study | Responding to Black Lives Matter | 4

OPINIUM RESEARCH
425 Madison Ave, 6th Floor
New York, NY 10017
hello@opinium.com
D 212-754-5425

About Opinium
OPINIUM is an award winning strategic insight agency built on the belief that in a world of
uncertainty and complexity, success depends on the ability to stay on pulse of what people think, feel
and do. Creative and inquisitive, we are passionate about empowering our clients to make the
decisions that matter. We work with organisations to define and overcome strategic challenges –
helping them to get to grips with the world in which their brands operate. We use the right approach
and methodology to deliver robust insights, strategic counsel and targeted recommendations that
generate change and positive outcomes.
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